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Profiting from the Latest Research 
in Online Fundraising

Who is online and what works

…and what doesn’t!  
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Introductions…
• Katya is COO of Network for Good, which processes 

donations for 40,000 charities annually.  She has 
authored and co-authored several books on nonprofit 
fundraising and marketing, blogs at 
nonprofitmarketingblog.com and teaches at American 
University.  

• Dennis has spent over 25 years working at 
organizations like Epsilon and Share Group, serving non 
profits of all shapes and sizes. At Convio, he works from 
their DC office and is responsible for strategy, analytics, 
UX/IA and their partner program.
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Feel free to…
• Ask a question at any point in our presentation

• Ask one question at a time so everyone has a chance. If 
you’d like a debate we can do that afterwards.

• Katya and Dennis will stay after to answer any 
questions… now let’s begin. 
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New Research: We’re Wired for Altruism
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Causes

Donors
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Causes

Donors
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Photo: By Darren Whiteside
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Finding #1: Giving is emotional.
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The more emotional, the more money
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Finding #2: Giving is personal.



12©Convio, Inc.  |  Page



13©Convio, Inc.  |  Page

Photo Credit: YouGetThePicture, Flickr
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The singularity effect
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3. Giving makes people happy.



17©Convio, Inc.  |  Page

Recurring giving 
makes people
VERY happy.
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Most fundraisers probably don’t think of 
themselves in the business of selling 
happiness to donors, but that is ... their 
job.”

M.A. Strahilevitz
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4. Giving is social.
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The last person gave…
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Not so fast…

$2.9 million

$5 million

$100 million

All my money
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The Takeaways

Technology depends more on human bonds than 
wires.  If you want to succeed:

• Use technology to increase emotion

• Go for a one: one, human scale

• Leverage friends to friends

• Be tangible in your ask

• Push recurring giving

• Leverage social norms
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So That’s Where Donors Are Mentally

• Where are they doing their giving?

• What does that mean for online fundraising?

• What does this mean for your organization?
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What audiences are online?
What channels are appropriate?
Whose multi channel or whose not?

• Do you know who you are engaging 
online? Their age, gender, if they are a 
social media fan, if they are a multi 
channel on line supporters? 

• Do you know what channels are most or 
least effective? Do you know why they 
are or are not effective? 

• Today we’ll cover why simple data 
collection is critical.

• How different ages interact differently 
than other age cohorts.

• The Role of Facebook, Twitter, and 
Email all have for online fundraising.
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Younger Donors & Constituents Wanted

But it’s more likely him…

Rather than her…
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b. 1965-1980
58% Give
35.9M donors
$796 yr/avg
4.2 charities

b. 1981-1991
56% Give
28.5M donors
$341 yr/avg
3.6 charities

b. 1946-1964
67% Give
52.2M donors
$901 yr/avg
5.2 charities

b. ≤1945
79% Give
30.8M donors
$1066 yr/avg
6.3 charities

USA Generational Giving Study 2010

Size of each pie is 
significant –
represents total 
population of each
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ANNUAL
GIVING

DONATED BY
CHECK BY MAIL

PRIMARY 
CHANNELS

REGULARLY 
ON FACEBOOK

Changing Constituent Landscape

Matures

39M
POPULATION

Boomers Gen X

78M
POPULATION

62M
POPULATION
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Increasingly Multichannel Behavior
% say appropriate solicitation channel

GEN Y GEN X BOOMER MATURE

77% 79% 74% 77%

76% 69% 60% 51%

69% 60% 38% 17%

51% 42% 39% 34%

38% 25% 16% 13%

Mail

Email

Social Media

Phone

Text
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Word of Mouth is Critical

GEN Y GEN X BOOMER MATURE

87% 89% 82% 76%

“Peer to peer solicitation is the most 
acceptable form of solicitation”
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New Donor Challenge

Source:  Target Analytics donorCentrics™ Index of National Fundraising Performance | Fourth Quarter 2010
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New Donor Renewal Rate

34.4%

50.9%

Direct Mail

+48%

Integrated 
Marketing

Source: Company whitepaper entitled “Integrating Online Marketing (eCRM) with Direct Mail Fundraising”
1 Traditional defined as offline use.
2 Internet Enabled defined as both offline and eCRM use.

Donor Value Over 12 Months

$96

$187

Direct Mail

+95%

Integrated 
Marketing

Lifetime Donor Value

$314

$694

Lifetime Donor Value

Direct Mail

+121%

Integrated 
Marketing

Channel Integration Value
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Where does social media stand with 
acquisition?
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What about fundraising with social media…
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Social Media & Online Giving
.

Charity Websites: Where two-thirds 
of giving occurs
Giving Portals: Donors can search 
for and support any charity registered 
with the IRS (NetworkforGood.org, 
GuideStar.org, CharityNavigator.org).
Social Giving: Donors can give to 
many charities and/or fundraise with 
friends & family (includes Causes on 
Facebook, Change.org, 
YourCause.com)
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Less Personal = Lower Donations

Strong Relationship, Highest Value
On pages that are branded to the charity 
(and look like the rest of the charity’s 
website), donors started higher and gave 
38% more over time than on generic pages 
(which also require login and a multi-page 
checkout process).

A Little Personality Goes a Long Way
Repeat giving by donors acquired through 
generic giving pages is 66.7% lower than for 
donors who gave through charity-branded 
pages.
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Social Media & Fundraising
• According to a recent February 2011 Idealware survey:

• 40% reported success in converting fans to donors or 
even volunteers

• 66% of respondents from advocacy organizations saw 
an increase in people taking some noticeable form of 
action

• 29% saw an increase in donations from fundraising 
with Facebook
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When Social Works

• Donor is the center of the campaign

• Fundraiser has a personal story 

• Fundraiser has tools to reach their circles of 
influence

• The cause becomes a community

• Urgency

• Technology serves as an embrace
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Trends:

• We are now seeing 
online gifts of 
$50,000

• 86% of donors visit  
the website before 
making a gift offline

• Only 8% are inspired 
by websites alone

What they want:

• 75% want to control 
frequency and content

• Donors want to receive 
tax receipts, renewal 
notices and financial 
progress updates

Major Donors Multichannel Too

Source: Wired Wealthy, Convio, Sea Change Strategies and Edge Research, 2008
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Fundraising has Changed, Permanently
• Be transparent and tangible: donors expect it

• Invest in online: Direct mail remains but no longer dominates; Your 
multichannel practices must evolve quickly

• TAKEAWAY on this one? Video, social and mobile are mainstream

• TAKEAWAY on this one? Systems deliver strategic advantage/ 
productivity

• People drive change! Have you read “Switch” by the Heath 
brothers?
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The stirring conclusion…

• So what did you learn today?
• One to one
• Emotional/visual not rational/text
• Message by age and gender – different message 

pathways
• BE authentic, warts bruises and all…
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